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The country is having more market potential and difference 
in customer behavior in buying goods and services. A 
person’s income is a determinant factor in the product 
purchases with some choice and alternatives. So the 
marketer has to understand the behaviour of habitual buyers 
towards the sub product categories and to design promotional 
programs for that particular group. 
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INTRODUCTION 

The customer buying behavior rapidly changes in India due to demographic 
variables like gender, qualification, income, age, religion and region. The technological 
developments have played an important role in customers purchasing behavior of goods and 
services. Similarly the purchasing behavior of customers varies from one country to other 
country. Especially the habitual buying behavior of customer’s involves, that requires low 
involvement and are meant for quick consumption. 

1.1 Need for the Study 

The marketer has to understand the customer expectation of the particular segment 
and has to create a competitive advantage over it. This will be helpful for developing new 
products, designing of integrated marketing programs, customer loyalty and to provide good 
customer service. 
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1.2 Statement of the Problem 

The buying process of habitual customer group changes in terms of need and wants, 
information search,decision making, spending pattern, price, preference product categories, 
purchasing factors and the level of customer satisfaction. Hence there is a need to study 
about the influence of various factors that determine the buying behaviour of habitual 
buyers. 

1.3 Objectives of the Study 

• To study the determinants of buying behaviour of habitual buyers. 

• To examine the consumer decision making in purchasing of products with regard to 

the habitual buyers. 

• To analyse the customer satisfaction of habitual buyers while purchasing the 

products. 

RESEARCH METHODOLOGY 

The researcher has reviewed the secondary sources of information from the journals 
and study related research reports which is useful to understand the habitual customer 
behaviour and to bridge the gap between the target customer group and the product. The 
research is exploratory in nature. The secondary data is collected from the various sources 
like journals magazines, research reports, internet and newspapers. 

2.1 Review of Literature 

The Weendy Wood et.al (2009), highlighted the customer habits occur due to 
previous experience, automatically and reacting towards the current environment. This is 
mainly due to family heredity and cue and their focus is to achieve the long term objectives 
in his life. The habits are influencing the customer to take decisions in purchasing the 
products and in some other activities. Natascha Loebnitz et. al (2015), illustrated the 
product attributes and values it matches towards the needs and wants of the customer. 
Jouni T. Kujala et.al (1993) Fritz Strack et.al (2006), explained his concept through dual 
system assumption model where the consumer purchases are based on individual personal 
factors and needs. 

Ninya Maubach et.al (2009) highlighted the parent’spreference to buy good quality 
products for their family consumption. Francis J Mulhern et.al (1998) described that, the 
price is directly associated with the household income. The income is the primary factor in 
choosing the products for their consumption and it will create the future demand for the 
product. Mindy F. Ji et.al (2007) highlighted the purchase and consumption of products and 
service is regular in our daily life. The habitual customer purchases the products based on 
environmental cue and notonanalysing the information for decision making. 

M. Y. Lin & L. H. Chang (2003) described customers factors towards purchasing like 
brand awareness, price, availability, accessibility and customer service. The ultimate goal is 
to satisfy the customers and to retain the customer in competitive environment. Ram 
Herstein et.al (2007) studied the particular customer group, customer willingness towards 
the different product categories that would be helpful to develop the business in particular 
region. Klas Hiort et.al (2013) highlighted the segmentation of customer based on product, 
price, sales and service differentiation. 
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The literature review describes the consumer decision making towards goods and 
services purchases based on psychographic factors, customer profile analysis and utility 
function. Seung -PyoJun et.al (2016) highlighted that,the product information search, price 
and repetition of purchase is are the most important factor in non-durable goods. Pat Auger 
et.al (2010) illustrated that the trade off between the environmental and labour income is 
the purchasing decisions of products. Sporles et.al(1986) highlights the customer minds 
works with choice and alternatives in purchasing the products from any place. Bae et.al 
(2009) identified difference between the gender of consumer and purchasing decisions. Hiu 
et.al (2001) highlighted the different styles of decision making between the male and female 
customers. 

Chun-Hua Hsiao et.al (2016) discussed that the customer satisfaction level will make 
repeat purchase of the products for their consumption. David M. Woisetschlager et.al 
(2011), described the behavior of customer towards products satisfaction, switching and 
loyalty behaviour of the customers due to the influence of members of the family or 
community group. The study has minimum reviews and related to different industries 
perspective. 

FINDINGS OF THE STUDY 

The habitual customer behavior based on family lifestyle, satisfaction and incomeare 
the primary factors in consumption of product and services. They are more utility 
consciousness and satisfaction of product (or) service lead to repeat purchases and take less 
involvement in decision making. The major findings of the study is that environment and 
gender wise decision making varies with respect to product preference, price and other 
benefits is calculated by the choice and alternatives offered by the marketers. 

RECOMMENDATIONS OF THE STUDY 

The application of classical conditional theory and the repetition of product 
advertisement in media will change the involvement level of the productand familiarity to 
the customer. 

CONCLUSION 

The customers in this group have limited knowledge about the product and they 
made repeated purchases of product based on needs and price. The marketers can 
understand and develop customer attitude and familiarity of product by advertisement in 
media. The customer should be made to recognise and recall the product information. It will 
increase the sales and create a competitive advantage over other sellers. 
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